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Cumulative author and 
title index 1973 — 82 


One lack in European Research to date has been an index; this 
deficiency is now made good. We publish below an author and title 
cumulation for the ten volumes to date and a subject index for the 
same period will appear in our next issue. It is then our intention to 
publish annual indexes and, probably, five-year cumulations. Ed 


ABRAHAMSEN, EGIL 
Research for decision making 
5 6, pp 249-258 


ACHELIS, T see BUCHNER, J 


ADAMS, JAMES R_ A new look 
at the determinants of levels of 
advertising expenditure 

15, pp 215-216, 220 


ADAMS, JAMES R_ UPC: can 
we afford to miss this research 
opportunity? 34, pp 136-139 


ADLER, ERIC The use, and lack 
of use, of market research in 
promotional marketing 

5 2, pp 85-90 


ADLER, LEE and MAYER, 
CHARLES S_ Managing the 
corporate research department 
4 1, pp 12-20 


AGOSTINI, J M and BOSS, J F 
Classifying informants in consumer 
surveys according to their areas of 
interest 11, pp 20-25 


AITCHISON, DAVID 
Extending the limits of influence 
2 5, pp 204-205, 222 


ALFORD, GEOFFREY 
Two procedures for exploratory 
data analysis 8 2, pp 78-85 


ALLMON, DEAN see 
AUER, EMMA 


ANDERSEN, CLAUS and 
NIELSEN, SIMON ORTMANN 
Heavy — medium — light users: 
sufficient for segmentation? 

9 3, pp 91-100 


ANGELMAR, REINHARD and 
PRAS, BERNARD Verbal rating 
scales for multinational research 
6 2, pp 62-67 


ARTINGSTALL, R W 
Random thoughts on non-sampling 
error 66, pp 229-237 


ASSAEL, HENRY and ELLIS, 
RICHARD B.A research design to 
predict telephone usage among 
Bell System business customers 
11, pp 38-42; 2, pp 59-61 


ASSAEL, HENRY 

Segmenting market segmentation 
strategies and techniques 

15, pp 190-194; 6, pp 256-258 


AUCAMP, JOHAN Changes in 
industrial marketing research 
15, pp 197-201 


AUER, EMMA and ALLMON, 
DEAN The relationship between 
birth order and innovative 
purchase 6 6, pp 238-240 


BARTRAM, PETER 
The corporate banking customer 
3 2, pp 72-80 


BARTRAM, PETER see a/so 


HARRIS, LOUIS 


BAUR, DETLEF 

Canonical analysis as an 
instrument for segmentation 
6 5, pp 189-196 


BAUR, DETLEF Experiences with 
advertising post-testing by panel- 
research 9 2, pp 75-83 


BEAZLEY, DAVID: 
see WESTWOOD, DICK 


BENNIKE, SIGURD 
Segmentation by cultural activity 
1 2, pp 84-87 


BENNIKE, SIGURD 
Prompt aids in readership research 
16, pp 259-262 


BESSIS, PIERRE Perfume names 
7 3, pp 139-144 


BESSIS, PIERRE 
Psychanalyse, sémiologie creativité 
3 3, pp /-iii 


BHAGAT, RABI S, RAJU, P S 
and SHETH, JAGDISH N 
Attitudinal theories of consumer 
choice behaviour: a comparative 
analysis 72, pp 51-62 


BIGANT, J and TUVEE, L 
From broad concept to market 
test, or ‘‘the cowl makes the 
monk” 33, pp 93-97 


BIGGS, HOWARD The choice 
optimisation board 
1 3, pp 124-127 


BINETTI, GIOVANNI 

Industrial marketing research 
usage: a survey of 103 Italian firms 
8 1, pp 27-36 


BIRD, MICHAEL Planning and 
monitoring a successful magazine 
launch 8 3, pp 121-127 


BLACKSTON, MAX and van der 
ZANDEN, NICO Validity of 
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conjoint analysis; some real market 
results 86, pp 243-250 


BLOIS, KEITH J The changing 
market for consumer services: 
opportunities and implications 

9 2, pp 61-68 


BOLLA, M CRISTINA and 
TRENTINI, G_ Research in the 
field of marketing: a follow-up on 


its use 
10 4, pp 165-170 


BORGERS, HARRIE 
Factor analysis: limitations and 
alternatives 56, pp 269-274 


BOOS, RUDOLF W 
Market changes and overall 
economic forecasting 

5 5, pp 226-228 


BOSS, J F see AGOSTINI, J M 


BROADBENT, SIMON 
see LINTON, ANNA and SEGNIT, 
SUSANNA 


BRYK, TERRY Consumer buying, 
habits and trends 
2 3, pp 105-107, 122 


BUCHNER, J and ACHELIS, T 
The possibilities of utilising large 
samples in the financial field 

3 3, pp 120-123 


de BUIJZER, FRED AND 
STAPEL, JAN Quality 
perceptions and (A and B) brand 
pricing 62, pp 57-61 


BURDUS, JA _ Attitude models 
— the dream and the reality 
1 3, pp 115-119 


BURDUS, J ANN 
Communication or persuasion? 
9 3, pp 106-108 


CALVI, GABRIELE Five years of 
psychographic research in Italy: 
social and political results 

10 3, pp 113-119 


CARLEY, MICHAEL J 
Recent developments in social 
indicator systems 71, pp 2-9 


CAVUSGIL, S Tamer On the 
internationalisation process of 
firms 86, pp 273-281 


CERHA, JARKO_ The limits of 
influence 24, pp 141-151 


CEY-BURT, ROBERT-GYULA 
Food preferences reveal a new 
pattern 25, pp 201-203 


CHISNALL, PETER M 
Challenging opportunities of 
international marketing 

5 1, pp 13-24 


CHISNALL, PETER M 
Marketing in a service economy 
5 4, pp 181-191 


CHISNALL, PETER M 

Effecting a high response rate to 
self-administered household 
questionnaires 3 4, pp 162-165 


CHISNALL, PETER M 
Research for new consumer 
products 76, pp 248-256 


CHRISTOPHER, MARTIN 
Non-metric scaling: the principles 
and marketing possibilities 

1 3, pp 108-114 


CHRISTOPHER, MARTIN 
Marketing research and the real 
world 6 3, pp 93-98 


CLEMENS, JOHN One nation 
1 6, pp 242-246 


CLEMENS, JOHN 
Decision making and industrial 
selling 23, pp 111-118, 132 


COLLINS MA, EHRENBERGASC 
and GOODHARDT, G J 

Factor analysis: a reply to Harrie 
Borgers 56, pp 275-277 


COPULSKY, WILLIAM 
Uncertainties of market and 
technical development 

46, pp 237-242 


COPULSKY, WILLIAM Models of 
product development and 
promotion 5 3, pp 106-111 


CORKINDALE, DAVID 
Are advertising tests useful? 
3 2, pp 66-71 


COWLING, AB 

Determining and influencing 
consumer purchase decisions 
11, pp 26-31 


DAVIS, EJOHN Forecasting in 
marketing 22, pp 77-83 


DAY, ROBERT L_ Some thoughts 
about the telephone as a mode of 
interviewing in consumer research 
2 3, pp 119-122 


DEMBY, EMANUEL H 
Psychographics and positioning: 
the search for marketing 
profitability 13, pp 120-123 


DEMBY, EMANUEL H 
American letter 41, pp 21-24; 
2, pp 56-60; 3, pp 112-116; 

5 1, pp 30-33; 3, pp 123-126; 
4, pp 162-163; 6, pp 259-260 


DICKENS, JACKIE and 
WILKINSON, JON Gatsby — 
great or small 31, pp 14-20 


DIETL, JERZY 

Marketing research in a centrally 
planned economy: the Polish 
experience 55, pp 235-246 


DOUGLAS, SUSAN and 
SHOEMAKER, ROBERT Item 
non-response in cross-national 
attitude survey 9 3, pp 124-132 


DRAKE, NICK J and WINTON, 
DAVID S_ The contribution made 
by a marketing research 
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programme towards the 
development of a major new 
insurance product 51, pp 34-44 


DURAND, JACQUES 
Studying the quality of television 
programmes 9 3, pp 117-123 


EHRENBERG, A S C and 
GOODHARDT, GJ_ Market 
planning; new technology or 
ancient institutions 

3 4, pp 142-143 


ELLIS, RICHARD B see 
ASSAEL, HENRY 


ENGLAND, LEONARD see 
SARGOOD, ROGER 


ERMINERO, C and RUBINI, L 
The Espresso case history 
2 6, pp 258-266; 3 1, pp 33-35 


ERNST, OTMAR 

Marginal remarks on the situation 
of editorial research in 1974 

3 3, pp 98-104 


FABER, W see 
LEWANDOWSKI, R 


FAIVRE, JEAN-PHILLIPE see 
PALMER, JOHN 


FARR, DJ see HYETT, GP 


FERRIER, JEAN-PIERRE, 
GANTES, PATRICK and PAOLI, 
JEAN-MATHIEU Opportunities 
and challenges for foreign 
business: a Coalition-oriented 
methodology 85, pp 228-240 


FOXALL, GORDON R 
Academic consumer research: 
problems and potential 

8 1, pp 20-23 


FOXALL, GORDON R 
Marketing models of buyer 
behaviour: a critical view 
85, pp 195-206 


FOXALL, GORDON R 
‘Market models of buyer 
behaviour’: a rejoinder 

9 2, pp 86-88 


FREESE, JAN’ The Swedish Data 
Act 45, pp 201-204 


FREVERT, FRED 

Consumer purchasing is the best 
measure of new product 
acceptance 5 3, pp 127-130 


FROHN, HERMANN 

Micro Market: sales promotion 
from the middle and long-term 
view; efficiency analysis for 
collective marketing 41, pp 30-37 


FROHN, HERMANN see a/so 
NEUGEBAUER, URSULA 


FRY, CHRISTOPHER 

Audience accumulation — single 
interview versus reinterview 

14, pp 166-170 


FUTRELL, CHARLES and HISE, 
RICHARD T_ The effects of 
anonymity and a same-day 
deadline on the response rate to 
mail surveys 104, pp 171-175 


GANTES, PATRICK see FERRIER, 
JEAN-PIERRE 


GILL, RAFAEL E Round hand- 
out cards 43, pp 128 


GLOOR, MAX _ The contribution 
of market research to marketing 
strategy 43, pp 93-100 


GOMEZ-SANCHEZ, M 
Econometrics: an important tool in 
modern marketing research 

45, pp 210-215; 6, pp 250-260 


GOODHARDT, G J see 
EHRENBERG, AS C 


GRAHAM, GMR._ The building 
of data processing people 
3 1, pp 21-26 


GREEN, ROBERT T see 
VERHAGE, BRONISLAW J 


GREENO, D W and 

SOMMERS, MS_ What kind of 
subjects can a referral system 
generate 24, pp 170-172 


GRONHAUG, KJELL 
Product development in the USSR 
14, pp 162-165 


GRONHAUG, KJELL 
Profiling the adopters in an 
organizational context 

5 2, pp 51-55 


GRONHAUG, KJELL and 
ROSTVIG, LEIF Positive and 
negative advertising appeals 
revisited 62, pp 72-76 


GRONHAUG, KJELL and 
ROSTVIG, LEIF The family brand 
strategy: exploring brand and store 
loyalty across products 

8 3, pp 141-144 


GRONHAUG, KJELL and 
WAAGSB®O, GEIR 

Class stereotypes and furniture 
preferences 7 3, pp 130-135 


GRONNEBERG, JORGEN M 
The relation between human 
resource accounting and market 
research: a challenge to market 
researchers 42, pp 45-50 


GRUNEWALD, ARMIN 
Opinion polls and public policy 
8 2, pp 51-56 


HAMBLIN, CHRISTOPHER 

What is involved in European 
market research for pharmaceutical 
clients 16, pp 248-255 


HANDLEY, PAUL and MACEY, 
FRANK ‘Poundsaver’: the 
application of research techniques 
to new product development 

6 3, pp 110-118 
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HARRIS, LOUIS and BARTRAM, 
PETER Behind the headlines — 
postscript to the 1972 American 
Presidential election 12, pp 77-83 


van der HART, HEIN W C 
Marketing development in a 
university Computing centre 
7 3, pp 111-120 


HASEGAWA, YOSHIRO 
International transfer of 
marketing/management skills 
systems and technology 

45, pp 193-200 


HASEGAWA, YOSHIRO 
Letter from Japan 6 1, pp 28-30; 
3, pp 132-134; 5, pp 200-202, 225 


HENRY HARRY Wheels — and 
their re-invention 8 4, pp 155-163 


HENTENAAR, FELIX 
Developments in the labour-market 
behaviour of women in the 
Netherlands 42, pp 51-55 


HIBBERT, EP The cultural 
dimension of marketing and the 
impact of industrialisation 

7 1, pp 41-48 


HOFMANS, PIERRE 

Coverage and frequency in urban 
outdoor advertising 

10 1, pp 21-36 


HOOLEY, G J 

Perceptual mapping for product 
positioning: a comparison of two 
approaches 7 1, pp 17-23, 40 


HOOLEY, G J and LYNCH, JE 
Modelling the student university 
choice process through the use of 
conjoint measurement techniques 
9 4, pp 158-170 


HYETT, G P and FARR, D J 
Postal questionnaires: double-sided 
printing compared with single- 
sided printed 5 3, pp 136-137 


HYETT, G P and FARR, D J 

A technique for the Eighties: 
identifying marketing areas by 
market research methods and a 
mathematical technique 

8 2, pp 66-77 


HYETT, G P and MORGAN, JS 
Collection of data by telephone: 
validation of factual data 

44, pp 184-188 


JAFFE, EUGENE D The efficacy 
of mail surveys in developing 
countries — the case of Israel 

10 2, pp 102-104 


JAKOLIC, VLADIMIR 
Programming new packaging 
design 15, pp 202-207 


JOBBER, DAVID and WATT, ANN 
Below the line promotion 
3 1, pp 27-32, 38 


JOHANNSEN, U see MERBOLD, C 


de JONG, PLF_ A practical 
methodology for estimating the 
market volume for consumer 
durables 8 1, pp 8-18 


de JONGE, L and OPPEDIJK van 
VEEN, WM _ A micro model of 
purchasing behaviour for consumer 
durable goods 34, pp151-161 
and 4 3, pp 129-141 


de JONGE, L and OPPEDIJK van 
VEEN, WM_ Some problems of 
collecting: data about households’ 
purchasing behaviour concerning 
durable goods 6 1, pp 3-19 


de JONGE, L and OPPEDIJK van 
VEEN, WM_ The response 
pattern in a longitudinal mail 
survey and some cost 


considerations 
6 4, pp 136-144 


de JONGE, L, OPPEDIJK van 
VEEN, W M and POOTERS, C 
Accounting for the response in 


mail-panel surveys 
5 4, pp 172-180 


JUST, VOLKER - Researching the 
German car market 12, pp 73-76 


KALFF, HANS How to tackle the 
future 101, pp 37-42 


KASARI, HEIKKI The implications 
of social change as monitored by 
European television companies 

91, pp 11-16 


KAYNAK, ERDENER 
Difficulties of undertaking 
marketing research in the 
Developing Countries 

6 6, pp 251-159 


KENNEDY, ANITA M 
Comment on ‘Marketing models by 
buyer behaviour’ 9 2, pp 84-86 


KOERNER, ROY E_ The design 
factor — an underutilised concept? 
8 6, pp 266-272 


KURTULUS, KEMAL 
Developments of marketing 
research in Turkey 81, pp 42-48 


LaPLACA, PETER J and LARIC, 
MICHAEL V Community attitude 
measurement: a methodology for 
social applications of marketing 
research 7 3, pp 122-129 


LARIC, MICHAEL V see 
LaPLACA, PETER J 


LAWRENCE, RAYMOND J 
The penetration path 
7 3, pp 98-108 


LAWRENCE, RAYMOND J 
A lognormal theory of purchase 
incidence 10 4, pp 154-163 
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LeCLAIRE, KENNETH A 
Trade-off analysis applied to 
educational choice behaviour 
8 6, pp 251-261 


LeCLAIRE, KENNETH A 
Consumer ‘processing’ of 
information: fact or fiction? 
9 4, pp 134-143 


LEEFLANG, PETER S H and VAN 
DUIJN, JACOB J_ The use of 
regional data in marketing models: 
the demand for beer in the 
Netherlands 101, pp 2-9; 

2, pp 64-71 


LEHTINEN, UOLEVI A brand 
choice model: theoretical 
framework and empirical results 
2 2, pp 51-68 


LESSIG, V PARKER and PARK, 
C WHAN Predictive and 
diagnostic comparison of two 
consumer decision models 

6 3, pp 99-104 


LESSIG, V PARKER and PARK, 
C WHAN Motivational reference 
group influences: relationship to 
product complexity, 
conspicuousness and brand 
distinction 102, pp 91-101 


LESSIG, V PARKER and 
TOLLEFSON, JOHN Prediction of 
buying behaviour from personal 
characteristics 15, pp 184-189 


LEWANDOWSKI, R and FABER, W 
Practical setups for market 
modelling and forecasting 

75, pp 192-201 


LIGTHART, JAN 

Function research within the 
framework of editorial research for 
regional newspapers 

6 3, pp 119-127 


LINDHOFF, HAKAN see 
OLANDER, FOLKE 


van der LINDEN, LA 

Untying knots; some knots and 
bottlenecks which occur in the 
relations between researchers and 
their clients in the field of 
marketing and social research, and 
what could be done about them 

7 5, pp 222-227 


LINTON, ANNA and 
BROADBENT, SIMON 
International lifestyle comparisons 
3 2, pp 51-56, 84 


LIPSTEIN, BENJAMIN 
Marketing models and their 
strategy implications 

45, pp 216-224 


LUNN, TONY see 
WESTWOOD, DICK 


LYNCH, J E see HOOLEY, G J 


MACEY, FRANK see 
HANDLEY, PAUL 


MAINWARING, G and STUBBS, R 
Spectrum: a marketing seminar 
21, pp 24-28 


MAKRIDAKIS, SPYROS 
The future of models and models 
of the future 21, pp 17-21 


MATRICON, CLAUDE 

The multimodal approach: a new 
concept in media planning 

44, pp 148-159 


MARC, MARCEL Some practical 
uses of ‘The Factorial Analysis of 
correspondence’ 1 3, pp 99-106 


MARCHANT, LEN 
Inter-brand competition: a case 
study 25, pp 208-215 


MARCHANT, LEN’ Non-additivity 
in Round Robin product tests 
6 3, pp 128-131 


MARCHANT, LEN 
Investigating consumer attitudes 
and behaviour 75, pp 146-156 


MARTON, LOUIS 
European attitudes towards 
motorcycling 10 3, pp 120-128 


MARTYN, JOHN 
Fieldwork quality control in the 
UK 71, pp 11-16 


MASON, ROGER S 
Multiple-sourcing and industrial 
market segmentation 

10 3, pp 147-152 


MAYER, CHARLES S 
Multinational marketing research: 
the magnifying glass of 
methodological problems 

6 2, pp 77-84 


MAYER, ROBERT NATHAN and 
NICOSIA, FRANCESCO M 

The sociology of consumption: 
searching for useful perspectives 
on society 54, pp 143-152 


MAZANEC, JOSEF A and 
SCHWEIGER, GUNTER C 
Improved marketing efficiency 
through multi-product brand 
names 9 1, pp 32-44 


McCROHAN, KEVIN F 

A cautionary note on intra-group 
bias in multiple discriminant 
function analysis 8 4, pp 177-180 


MEIDAN, A When to use 
nonmetric multidimensional 
techniques in marketing research 
3 2, pp 58-65 


MENDES de ALMEIDA, 
PERGENTINO A review of group 
discussion methodology 

8 3, pp 114-120 


MENDES de ALMEIDA, 
PERGENTINO de F see a/so 
SAMPSON, PETER 
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MERBOLD, C and 
JOHANNSEN, U MOSA: A 
model for optimisation of the 
structure of distribution points 
12, pp 54-58, 88 


MICHIELS, BAUDOUIN 

The changing needs of users: a 
source of new perspectives for our 
profession 76, pp 240-245 


MITCHELL, PAUL 

Designing an optimal quota 
assignment scheme when using 
independent controls 

7 5, pp 230-236 


MODIG, JAN-ERIK Models for 
new product decisions: a review of 
recent US developments 

2 5, pp 188-193 


MOHN, N CARROLL, ROANE, 
SPENCER B and STANTON, 
WILBUR W 

Forecasting consumer preferences 
using Conjoint measurement 

10 3, pp 106-112 


MONK, DONALD Burnett life 
style research 11, pp 14-19 


MORELLO, GABRIELE 
Marketing research: quo vadis? 
41, pp 3-9 


MORELLO, GABRIELE 
Responding to the challenge of the 
eighties 81, pp 3-6 


MORGAN, J S see HYETT, GP 


MYNARSKI, STEFAN 
Structural and functional market 
characteristics in the light of 
entropy 8 3, pp 130-137 


NALDER, PETER Evaluation of 
markets in new countries 
2 4, pp 173-174 


NARODICK, KIT G_ An analysis 
of the frequent business flyer 
6 5, pp 215-219 


NEUGEBAUER, URSULA and 
FROHN, HERMANN 

Micro Market: Part 2 Process 
analysis for the evaluation of the 
efficiency of sales promotion 
activities 42, pp 69-83 


NEUHAUSER, WALTER 
Experiences with postal multiple 
purpose surveys 44, pp 177-183 


NIELSEN, SIMON ORTMANN see 
ANDERSEN, CLAUS 


NORMILE, MRE_ The state of 
new product market research in 
the USA compared with Europe 
7 6, pp 270-273 


OGILVY, JAMES see 
SCHWARTZ, PETER 


OLANDER, FOLKE and 
LINDHOFF, HAKAN 
Respondents’ rights in marketing 
research 5 3, pp 99-105 


OPPEDIJK van VEEN, W M see 
de JONGE, L 


ORTENGREN, JOHN 
Pharmaceutical marketing research 
in Sweden 10 2, pp 58-63 


OTTESEN, OTTO Long run 
effect of advertising: a conceptual 
discussion 9 2, pp 46-58 


PALMER, JOHN 
Thinking geometrically 
15, pp 208-214 


PALMER, JOHN and FAIVRE, 
JEAN-PHILLIPE The information 
processing theory of consumer 
behaviour 16, pp 231-240 


PALMER, JOHN see a/so 
SAMPSON, PETER and 
WESTWOOD, DICK 


PAOLI, JEAN-MATHIEU 
Designing social organisations for 
people such as they are 

7 4, pp 175-182 


PAOLI, JEAN-MATHIEU see a/so 
FERRIER, JEAN-PIERRE 


PARASURAMAN, A A study of 
techniques used and clients served 
by marketing research 

10 4, pp 177-185 


PARK, C WHAN see LESSIG, 
V PARKER 


PARTANEN, JUHA On national 
consumption profiles 
7 1, pp 27-39 


PARIAT, MAURICE 

Research into the life expectancy 
of the sale of wrapping materials 
6 1, pp 31-36 


PEREZ-SEOANE, JUAN 
The theorem of Pythagoras 
2 2, pp 69-71 


PERMUT, STEVEN E 
Marketing research: the European 
view 6 2, pp 49-56 


PERRY, MICHAEL 

The conceptualisation problem of 
multi-attribute attitude models 

3 3, pp 105-110 


PERRY, MICHAEL 
Attitude components analysis in 
marketing 52, pp 72-84 


PERRY, MICHAEL and 
PERRY, ARNON The use of 
eroticism in advertising 

1 1, pp 35-37 


PERRY, MICHAEL and 

PERRY, ARNON _ The case of 
Avocado — using consumer 
research to plan the launching of 
an unfamiliar and new product in 
the market 2 1, pp 10-16 


PERRY, ARNON see 
PERRY, MICHAEL 
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PETERS, MATTHIAS U and 
ZEUGIN, PETER G 

Opinion research, official statistics 
and social indicators 

6 4, pp 145-153 


PIHA, KALEVI Export to the 
Soviet Union 9 4, pp 144-150 


PIQUET, SYLVERE 

Marketing power and the growth 
of bureaucracy in the advertising 
business: the example of 
detergents 65, pp 203-214 


PIQUET, SYLVERE 
The role of advertising in the 
marketing mix 7 2, pp 82-89 


PIQUET, SYLVERE 
Advertising and the French 
consumer 101, pp 43-56 


POOTERS, C see de JONGE, L 


PROGNOS The second phase of 
the upswing: 1977/2 
5 5, pp 229-234 


PROGNOS Psycho changes are 
dominating: 1977/3 
5 6, pp 278-284 


PROGNOS_ Economic outlook 
1978 61, pp 37-44 


PROGNOS Only investment can 
bring the desired turn 
6 4, pp 168-176 


PROGNOS_ Economic outlook 
1979: again ‘zig-zagging 
upwards’ 66, pp 260-269 


PROGNOS' The upswing — and 
its risks 72, pp 91-96 


PROGNOS More growth and 
more inflation? 74, pp 183-188 


PROGNOS _ From third into first 
gear 76, pp 279-284 


PROGNOS How long is the 
stagflation going to last? 
8 2, pp 90-96 


PROGNOS The risk of recession 
8 4, pp 185-192 


PROGNOS_ The chances of 
economic recovery 
8 6, pp 282-288 


PYMONT, BC. The state of new 
product research in Europe 
7 6, pp 257-263 


VAN RAAIJ, W FRED The utility 
of consumer choice models 
5 3, pp 131-135 


RAJU, P S see 
BHAGAT, RABI S 


REHORN, JORG Product tested 
— what then? Five decision aids 


‘for assessing test results 


2 3, pp 108-110 


RICE, JM _ Statistics and data 
analysis — art or science? 
8 4, pp 165-175 


RICHER, JOHN 
Observation, ethology and 
marketing research 91, pp 22-30 


de RIJCKE, J and DUYCK, R 
The introduction of the marketing 
concept in government agencies 
5 4, pp 164-171 


RING, ERP Asymmetrical rotation 
3 3, pp 111-114, 119 


ROANE, SPENCER B see 
MOHN, N CARROLL 


ROBERTS-MILLER, R A and 
SPACKMAN, NAG 
Research for publishers 

1 2, pp 69-72 


ROSTVIG, LEIF see 
GRONHAUG, KJELL 


RUBINI, L see ERMINERO, C 


RUCZINSKI, ERICH M 

Basic problems in marketing and 
market research from the aspect of 
the theory of science 

2 5, pp 196-200 


RUPING, GUNTER 

The organisation of market 
research within manufacturing and 
marketing companies 

2 4, 159-169 


RUSBY, PETER Europe — one 
market for market research 
2 1, pp 22-23 


RUSK, B M Innovations in travel 


research for Canada 
2 6, pp 248-250 


RYAN, MICHAEL The European 
businessman — some findings 
from the EBRS__1 3, pp 129-130 


SAMPSON, PETER and 
MENDES de ALMEIDA, 
PERGENTINO de F A note on 
selecting the appropriate factor 
analytic solution from several 
available 75, pp 212-217 


SAMPSON, PETER and 

PALMER, JOHN The importance 
of being earnest about importance 
14, pp 142-155 


SAMPSON, PETER and 
PALMER, JOHN A plea for a 
more cautious approach 

16, pp 247 


SAMUELS, JOHN 

Evaluating social persuasion 
advertising campaigns — an 
overview of recent C.O.1. 
experience 6 4, pp 159-167, 176 


SARGOOD, ROGER and 
ENGLAND, LEONARD 
New tricks for old dogs 
3 4, pp 140-141 


SCHELER, HANS-ERDMANN and 
WENDT, FRIEDRICH A new 
fieldwork model: development, 





202 





LL LLL EUROPEAN RESEARCHL LLC CE 


experiences and non-response 
problems 4 3, pp 101-111 


SCHULTEN, FRIEDHELM 
Amplified life-style approach: 
concepts 44, pp 143-147 


SCHWARTZ, PETER and 
OGILVY, JAMES The emergent 
paradigm: toward an aesthetics of 
life 85, pp 214-225 


SCHWARZENAUER, WILHELM 
An experiment on the effect 
internal circular letters have on 
interviewers 26, pp 243-247 


SCHWEIGER, GUNTER C see 
MAZANEC, JOSEF A 


SEGNIT, SUSANNA and 
BROADBENT, SIMON Life style 
research 11, pp 6-13; 2, 62-68 


SEITZ, R M_ State of new 
product market research around 
the world 76, pp 264-269 


SERRAF, GUY Proposals for 
considering a marketing approach 
to social problems 

5 5, pp 195-217 


SHETH, JAGDISH N_ How to get 
the most out of multivariate 
methods 46, pp 229-236 


SHETH, JAGDISH N-) A market- 
oriented strategy for long-range 
planning for multinational 
corporations 51, pp 3-12 


SHETH, JAGDISH N 
How consumers use information 
7 4, pp 167-173 


SHETH, JAGDISH N see a/so 
BHAGAT, RABI S 


SINTIC, JOSIP 
Experimental pre-testing of a 
slogan 46, pp 261-270 


SMITH, H A Measuring the 
probability that an advertisement 


has been seen 31, pp 36-37 


SOMMERS, M S see 
GREENO, D W 


SPACKMAN, N A G see 
ROBERTS-MILLER, RA 


STAINFORTH, SALLY and 
TWYMAN, TONY Researching a 
complex social problem: vandalism 
inthe UK 83, pp 99-112 


STANTON, WILBUR W see 
MOHN, N CARROLL 


STAPEL, JAN Two dimensional 
‘trade offs’ 34, pp 145-150 


STAPEL, JAN see a/so 
de BUIJZER, FRED 


STARR, MARTIN K 
Using attitude studies to predict 
choice 5 3, pp 112-115 


STUBBS, ROGER J The value of 
a large scale pilot: a case history 
44, pp 170-176 


STUBBS, ROGER J see a/so 
MAINWARING, G 


SUTHOFF, KARL _ Hotel guests’ 
views on minibars and the drinks 
provided 7 4, pp 157-164 


SZABO, LASZLO 
Market research in Hungary 
7 2, pp 71-77, 79 


TOLLEFSON, JOHN O see 
LESSIG, V PARKER 


TRENTINI, G see BULLA, M 
CRISTINA 


TUCK, MARY Further thoughts 
on the importance of importance 
15, pp 195-196 


TUVEE, L see BIGANT, J 


TWYMAN, TONY see 
STAINFORTH, SALLY 








Advertise 
In 

European 
Research 


and reach a unique and 
highly influential group 
of decision-makers and 
opinion-leaders: 


2,000 + senior marketing 
specialists in industry, 
government and 
education throughout © 
Europe — and beyond 


For full details of 
advertising rates, 
contact: 


Jackie Readwin 
Sigmatext Limited 
27 Lexington Street 
London W1R 3HQ 
ENGLAND 


Tel: 01-437 8555 
Telex: 298268 











European Research October 1982 


203 





CLOUT EUROPEAN RESEARCHL I LL LL 


UNGER, LASZLO 

Consumer marketing trends in the 
1980’s when growth slows 

9 2, pp 69-73 


UNGER, LASZLO 

Better knowledge of the consumer 
through market segmentation 

10 2, pp 81-87 


VAN DUIJN, JACOB J see 
LEEFLANG, PETER S H 


de VAIVRE, ANNE-MARIE see 
de VULPIAN, ALAIN 


VAN VELDHOVEN, GERY M 
Consumer psychology in the mid- 
seventies: developments and 
trends 42, pp 84-91 


VERHAGE, BRONISLAW J, and 
GREEN, ROBERT T 

Purchasing roles in the family: an 
analysis of instrumental and 
expressive decision making 

91, pp 3-10 


VERHAGE, BRONIS J and 
WAALEWIJN, PHILIP 

Industrial marketing 
communication — still a long way 
to go 75, pp 203-209 


de VULPIAN, ALAIN and 

de VAIVRE, ANNE-MARIE 
Social indicators — what do we 
want indicators to indicate? 

6 5, pp 181-188 


VUKADINOVIC, RADOVAN 
European co-operation 
2 2, pp 72-76 


WAAELWIJN, PHILIP see 
VERHAGE, BRONIS J 


WATT, ANN see JOBBER, DAVID 


WEINBERGER, MARTIN 
Getting the quota sample right 
2 3, pp 123-125 


WENSLEY, J RC_ Short-term 
forecasting using the Delphi 
approach 52, pp 57-61 


WESTWOOD, DICK 
Market planning: the impact of the 
New Technology 26, pp 232-242 


WESTWOOD, DICK, LUNN, 
TONY and BEAZLEY, DAVID 
Models and modelling 
2 3, 95-104; 4, 152-158 


WESTWOOD, DICK and 
PALMER, JOHN Why the new 


technology? A reply to Ehrenberg 
and Goodhardt 34, pp 144 


WILDING, DAVID 

The development of advertising for 
Martini in the United Kingdom 

2 1, pp 29-36 


WILDING, DAVID 
Consumer stereotypes and creative 
development 7 2, pp 64-70, 90 


WINTON, DAVID S see 
DRAKE, NICK J 


WORCESTER, ROBERT 
The hidden activists 
11, pp 32-34 


WOTTAWA, HEINRICH 

Some suggestions for the more 
efficient use of experience in 
marketing and market research 
10 3, pp 131-142 


YOUNG, SHIRLEY Pitfalls down 
the primrose path of attitude seg- 
mentation 14, pp 157-161, 173 


VAN DER ZANDEN, NICO see 
BLACKSTON, MAX 


ZEUGIN, PETER G see 
PETERS, MATTHIAS U 








